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Whatroledoinfluencersplayinaviationmarketingand
tourism?

SaharKhan,RishavRaj,Rhythm katare

GalgotiasUniversity

ABSTRACT

Thisstudyaimedtomeasuretheinfluenceofsocialmediainfluencerson
AviationMarketingandTourism.

Keywords:SocialmediainfluencerinAviation&travelIndustry.
 Whatissocialmediainfluencingandhowitimpactsthetravel

andtourism industry.
 Rising of destination not only to be popular but also

instragrammablewithdifferentexperience.
 Withhugescopeintravelindustry;hotels,aswellasairlines

contacttheinfluencersforpublicityamongtheiraudience.

1.INTRODUCTION

Theworldischangingveryrapidly,everyyearweseeanew trendwhich
drastically impacts the market,consumers are increasinglybecoming
awareandvocalaboutwhattheywantwhichcanbereflectedinawayin
whichtheytakedecisions.Thesamecanbeseeninthetravelindustry,in
thelastfew years socialmediainfluencers haveinfluencedalotoftravel
decisions taken byconsumers and theyare reshaping the traveland
tourism sectoraswespeak.
Asweallknow thatvisualappealworkswaymorethananyblog, social
mediainfluencers haveunderstoodthisandtheyshow theiraudiences
whattheywanttosee.Morethanvisitingtheplace,theaudienceismore
excitedaboutgoingtoasimilardestinationvisitedbytheirfavouritesocial
mediainfluencersandclicksimilarsortsofpictures.
As thevalueofsocialmediainfluencerscontinuestogrowandevolve,so



too are the numberand ways in which travelbrands partnerwith
influencerstoplugtheirproducts.From blockbustercampaignsfeaturing
influencerswithmillionsoffollowerstomoretargetedapproaches,travel
suppliersareembracinginfluencers’reachandsway. 

Workingwithinfluencersisawonderfulwaytoreachnewaudiencesona
personallevelandconveyarelatable,authenticpointofview.Withthe
adventofnew toolslikeInstagram Stories,YouTubevlogsandFacebook
Live,Peopleareabletoleverageinfluencerrelationshipstosharereal-time
momentsaboardtheship,givingaudiencesapeekatwhattheexperience
istrulylike.

2.METHOD

ResearchDesign

Forthis research related to (aviation)tourism marketing,one ofthe
importantvariableswasunderstandingwhichfactorsaffecttouristswas
destinationimageaffectsatourist’sdecision-making,suchasbywhich
destinationtheychoosetovisit,theirperceptionofthedestination,and
theirfutureintentions.Inaddition,socialmediainfluencershaveapositive
effectondestinationimage,brandimage,andpurchaseintention.

PopulationandSample

Thepopulationforthisresearchwasfollowersofsocialmediainfluencers.
The convenience sampling method was used to obtain the research
sample,touristswholikesocialinfluencersworkandfollowthem firbetter
recommendationsinordertogetbetterexperienceandenjoyment.Both
quantitativeandqualitativedata,aswellasbothprimaryandsecondary
datasourceswereused.

OperationalDefinitionandResearchVariables

SincethecurrentresearchrelatestoAviationmanagement,theresearch
variable was measured directly,butthrough observed dimensions or
indicators.Inthisresearch,theindicatorordimensionwasdeterminedby



therespondent’sperceptionofthedestinationimage,tripquality,value,
andsatisfaction,andbytheirbehaviouralintention,asobtainedfrom the
distributedquestionnaire.Eachofthepresentedvariableswasmeasured
by observing the indicators presented in the questionnaire,using a
particularscale.

DataCollectionMethod

The data-collection method was interview and focused group.The
sampling method used was a convenience technique in which the
respondentswerechosenbasedonthecriterionoflikingcertainSocial
mediainfluencers.

DataAnalysisMethod

Thedataanalysismethodusedinthisresearchwasastructuralequation
model(SEM),amultivariatestatisticaltechniquecombiningfactorand
regressionanalyses(correlation)toexaminetherelationshipamongthe
variablespresentedinthemodel,eitherbetweentheindicatorandthe
construct,orbetween the constructs.The SEM research method can
evaluate an interdependentrelationship.There are seven stages of
modellingwiththismethod:

(1)Developingthemodelbasedonatheory

(2)Preparingthepathdiagram

(3)Constructingthestructuralequation

(4)Selectingtheinputmatrixandmodel/estimationtechnique

(5)Assessingthepossibilityofproblem identification

(6)Evaluatingtheusefulnessofthecriteria,and

(7)Interpretingandmodifyingthedata.



3.SOCIALMEDIA

Socialmediamarketing

We’relivinginadigitalagewhereeveryaspectofourlivesisinfluencedby
technology.Ofcourse,businessandmarketingisnoexception.Assuch,it
isimpossibletosucceedinbusinesswithoutthehelpofdigitalmarketing.
Socialmediaappsareoneofthesedigitaltechnologiesandperhapsthe
mostsoughtafterofthem all.Around50%ofpeopleintheworldhavean
active account on one of the socialnetworks.This has provided
businesseswithanunrivalledopportunitytobuildbrandidentityandboost
theirsales.

However,marketingonsocialmediaisnotsuchaneasytask.Youneedto
buildasocialmediamarketingstrategywithsmartgoalstogainfollowers
anddirectthem tothesalespage.Thereareahandfuloftechniquesthat
help brands increase theirawareness and reach a high return on
investment(knownasROI).Amongthem,influencermarketingisvery
differentandeffective.

Influencermarketing

Withpeoplepayingattentiontowhatinfluencerssayorsuggest,many
brandstrytocollaboratewiththem.Socialmediahasprovidedthischance
foreveryonetodraw socialattentionandgainfame.Therearecountless
socialmediauserswhotrytoappeardifferentinacertainfieldinaneffort
togetmorefollowers.

Ontheotherhand,brandsandmarketershavefounditeasyandcost-
effectivetotakeadvantageofinfluencermarketing.Manyofthem have
reportedasignificantROIfortheirinfluencercampaigns.So,aprofitable
markethasemergedforinfluencersduringthelastdecade.Forexample,
SocialmediasaysthatthereisatrendofsellingInstagram accountsand
thatthisisgoingtoskyrocket.Nicheinfluencersareatthecoreofthis
billion-dollarbusinessandmanybrandstrytomakethem theircompany’s
advocate.



Tourism influencermarketing

Thetourism industryisoneofthosenichesthatareheavilyaffectedby
influencermarketing.Instagram inparticular,playsapivotalroleinthis
trend and has,therefore,gained theattentionofbothinfluencersand
businessownersalike.

Avarietyofmultimedia-basedfeaturesofInstagram suchasposts,stories,
Live,andIGTVhavemadeituniqueamongthealternatives.Itprovides
travelinfluencerswithexactlywhattheyneed:ahigh-resolutionsocial
appearance.

So,influencersprovidetravelcontenttoinspiresocialuserstotravelto
wheretheysuggest.Ontheotherhand,tourownersandotherbusinesses
relatedtotraveltrytocollaboratewithinfluencerstoharnesstheirimpact.
Toknow how muchtravelandtourism areimportantintheeyeofsocial
users,it’sgoodtolookattheprofileofsometravelinfluencers.Hereare
severalofthetoptravelinfluencersonInstagram:

@muradosmann

MuradOsmanhasabout4millionfollowersandisoneofthemostfamous
travelinfluencersonInstagram.Forbeshasmentionedhim asatoptravel
influencerin2017.Hehasinvented oneofthemostusedthemesin
traveling.Inalotofpictures,hispartnerhastakenhishandguidinghim to
breath-takingscenery.



@chrisburkard
ChrisBurkardownsaphenomenallysuccessfulInstagram accountrelated
totravel.Photographyishisexpertiseandhealsoworksasaspeakerand
director.HisaccountonInstagram isamust-seeprofilewitharound3.5
millionfollowers.

@izkiz
JenniferTuffenisadiverandaBritishtravelinfluenceronInstagram.She
isfamiliarwithavarietyofnationsandcultures.



@doyoutravel
JackMorrishashadthechancetoexperienceeveryregionoftheworld
andisoneofthebestchoicesfortravelinfluencermarketing.Heisactually
aprofessionalwhohasbeenabletogainmorethan2.7millionfollowers
onInstagram.HehasworkedwithAirbnb,Uber,RoyalCaribbean,andmany
otherbrands.

Howdoesthisprocesswork?

These socialmediainfluencers clicktheirpictureswiththehelpofreadily
available filters thatmake these pictures look more appealing and
aesthetic.Bydoingthisthepicturelooksmorevisually captivatingand
henceitmakesnodifferencewhetheryouareinSriLankaortheMaldives.
Thisleadsustoafeelingofimitationbetweensocialmediainfluencersand
theirfollowerswhichcanbeseenquiteevidently.Thesefollowersdonot
wantto traveldifferently butjustwantto come close to whatthe
influencers have posted and hence visits the same places.These
influencers click photos in the mostphotogenic places and promote
the toptravelledplace withthehelpofthesame.Theydiscoverevery
hiddennookandcornerofaparticulardestinationthatispicturefriendly
andpostingthesameonsocialmediaencouragestheirfollowerstodothe
same.
Followersoftheseinfluencersdon’tjustwanttocomeclose,butalsowant
tobecomelikethem.Thiscanbedonebyusingsimilarproducts,visiting
similarplaces,andalso usingsimilarfiltersforthephotos.Influencer
marketing encourages the behaviourofimitation.The audience looks



forwardtobeingliketheiridols.Socialmediainfluencerssay“travellikeus,
maybewecanmeetatacertainplace!”andthisisexactlywhattravel
partnerssuchasairlinesandhotelsexpectfrom theseinfluencers.

Forexample,theconceptof“room tour”isgettingincreasinglypopular
amonginfluencersandtheiraudiences.Theinfluencersshow therooms
theyareresiding;inwhichalsodocumentstheirexperiencesofluxury,
comfort,andhospitalityprovidedbythesehotels.Thisinturnencourages
andappealstotheiraudiencesandtheywanttogetsimilarexperiencesby
visitingsuchfancyhotels.
Whatdoyoumeanby“INSTAGRAMMABLEplaces”?
WeallagreetothefactthatinrecentyearsInstagram hasbecomeoneof
themostpowerfulsocialmediatoolsforatravelinfluencer.Inthesame
context the word instragrammable or Insta friendly has become
increasinglypopular,butwhatdoesthiswordevenmean?To start,a
pictureisinstragrammablewhenitworksonInstagram andthatpicture
getsalotoflikes,commentsandalsogetsfew morefollowersforthe
influencer.Certain hotels have specialareas created justforclicking
picturesortheinfluencersdiscovertheseplacesontheirown.Itisnotjust
aboutfindingthemostinterestingplaces;thepointisthephotomusthave
thepotentialtobesuccessfulandviralonInstagram.Soitisnotmerely
aboutencounteringsomethingneworexperiencingsomethingunique.

Populardestinationsamonginfluencers:
Now aday’sinfluencerslovedestinationsthatareluxuriousandoffer
opportunitiesto explorewildlifeand sportyadventureslikeskydiving,
scubadiving,snorkelling,unlikeoldtimeslikevisitingplacesmajorlyfor
theirculturalandhistoricalsignificance.Peoplewanttovisitplacesthatare
presentedwellandalsowhereonecanpresentthemselveswell,hence
placeslikeDubai,Thailand,Singaporehavebecomeincreasinglypopular
amonginfluencersandtravellersalike.

Talkingabouthowinfluencershavetoleadtoanincreaseinthebookings
and demand forbusiness class flighttickets,itcan be attributed to
influencersshowcasinghowluxurioustravelcanbewhichleadstoadesire
intheiraudiencestotravelinthesameandleadasimilarlifestyle.Thishas
leadtoanincreaseintherevenueoftheseairlinecompaniesandalsoled
toashiftinthewaytheypromotetheirbusinessandservices.Many
airlineslikeEmirates,Lufthansa,andAirIndiapromoteinternationaltravel



andhavealsoincreasedtheirBusinessclassseatingcapacityduetoan
increaseinthedemandforthesame.

There has been a shiftin the marketing and promotionalactivities
undertakenbythehotels,products,etc.Theemergenceofsocialmedia
hasforcedthem tobeactiveonthesesocialmediaplatformsandpromote
themselvesasabigchunkastheirtargetaudiencearepresentonthese
socialmediaplatform.Weseealotofcompaniesdoapromotionalpost
withinfluencerswheretheyinvitetheseinfluencerstocomeandstaywith
them fora few days and theyalso make sure thatthe influencer’s
accommodation,travel,andfoodexpensesarecoveredbythecompanies.
AllthataninfluencerneedstodoispoststoriesandInstagram postsby
taggingthecompanyandusinghashtagswhichleadstoanincreasein
awarenessaboutthecompanyasthefollowersoftheseinfluencersgetto
experiencethesuperiorqualityofservicesprovidedbythesecompanies
andinstilsadesiretovisitthesame.Thisbenefitsthecompanyintwo
waysthatarefirstlyanincreaseinthesocialmediapresenceofthe
companyandsecondlytheriseinfootfalloftheconsumersleadingto
higherprofits.

Letustalkaboutfew exampleswhereinfluencershaveledtoagreat
impactonbusinessoperationsofthedestinations,hotels,andairlines.

 AfewmonthsagoaveryfamousYouTubevloggerisknownas
flyingbeastakaGauravTanejatravelledtoJaipurwherehe
residedinaluxuryhotelnamedFairmontProperties,sincethe
lastfew yearsFairmonthasinvitedalotofinfluentialpeople
andhasofferedthem stayintheirhotelwhichhasledtoan
increaseinfootfallofotherguestswhowishtolivelikekingsof
Jaipurasthehotelisbuiltonthepalace.

 Tanejaalongwithhisfamilywasofferedthekingsuite.The
vloggerdocumented hisentirestayfrom theveryfirstday
whichincludedthegrandwelcomewithtraditionalinstrumental
musicandtikkaceremony.Healsocapturedandshotinevery
nookandcornerofthepropertywhichalsohelpedtheviewers
understandhow giganticthepropertyis.Heshothisstayina
setofthree to fourvideos which effectivelycaptured the
variouskindsofamenitiesprovidedbythehotel.

 Thevideosonanaveragegotaroundtwomillionviewsper



video,whichmakesitatotalofeightmillionviewsfortheentire
series.ThisshowsamassiveimpactthatonlyoneYouTuber
couldmakebydocumentinghisstay.Thisledtoapositive
impacton FairmontPropertiessalesfiguresaswellasits
awareness.

 Oneofthemostpopularexamplesofadestinationthathas
benefitedfrom theseinfluencersandYouTubersistheUnion
TerritoryofLehandLadakh.Sincethelastfew years,Ladakh
hasbeenoneofthemosthypedanddocumentedlocations
amongtheinfluencersandYouTubecommunity.Mostofthis
hypecanbeattributedtodifficultterrain,thehighestmotorable
road,thehighestpostoffice,PangongLakewherethemost
iconicmovie3idiotswereshot,andalsoduetothepicturesque
beautyofLehandLadakh.

 The lastfive years have verypositivelycontributed to the
developmentofLehandLadakhasalargenumberoftourists
andinfluencershasforcedthegovernmenttoinvestmoneyin
developingtheUnionTerritory.Thishasnotonlyimprovedthe
roadsbutalsotheconnectivitytootherstates,evencelebrities
findsthisdestinationfascinatingandvisitsitregularly.

 The recently constructed Atal tunnel has improved the
connectivitytoJammuandKashmirandreducedthetraveling
timesignificantly.Mostbikerswholoveoff-roadingvisitthese
places on theirsuperbikes;the example includes Js films,
MumbikerNikhil,andalsooneoftheBollywood’srenowned
personalitieswhoisalsoapetrolheadKunalKemmu.

 Talkingabouttheimpactofsuchinfluencersalotofhotels
havecomeuprecentlyandthelevelofqualityofhotelsandthe
hospitality they offer has increased. Even the
telecommunication services have improved. The local
governmenthasrealizedthepotentialtheseplaceshaveand
aretryingtoimprovetheplacesothatmoretouristsvisitthese
placesregularly.Sothishasnotonlyaffectedeconomicallybut
hasalso led to a positive changewhen itcomesto local
lifestyleanddevelopment.

 TheworthoftheIndiantravelindustryis71.53billionUS$.
Socialmediahaschangedtheprocedureofselectingvisitor
goals.TherearehugenumbersofsocialmediaclientsinIndia
aswebentranceandinformationspeeddevelopataquickrate.
Therearepartsofpotentialsightseerswhosearchonlinetravel



data.
 Thesocialmediainfluencerspromotedifferentgoalsthrough

utilizingproductiveshowcasinginstruments.Thediscernment
oftravelproductsmakestheintellectofpotentialclients.The
socialmediastagesareutilizedbytravellerstosearchplanand
sharetravelstoriesthroughblogsandvisuals.

 Socialmedia influencers playan importantpartin making
mindfulness approximatelya specific goal.A single social
mediapostbyaninfluencercanleadto exponentialdeals.
Therearethreecomponentsofsocialmediacommunications
suchasclientproducedsubstance,firm-producedsubstance,
andsocialmediaplatforms.FacebookandInstagram arethe
mostpreferredsocialmediaplatformsamongtheinfluencers
andusers.

 Becauseofsocialmediainfluencers,traveller’sbehaviouris
changingatarapidpace.Thehospitalitybusinessmayuse
socialmedia to betteridentifyclientdemandsand provide
informationtothem.India’stourism businessisexperimenting
withinnovativeapproachestoenticepotentialvisitors.

 Tourism demandandsupplyareheavilyinfluencedbysocial
media.Potentialtouristscommunicatedirectlywithtravellers
whohavevisitedtheregionandhavefirst-handknowledgeof
thearea.Visitorsengagewithoneanotheratacheapcost,and
socialmedianetworksreachabetterlevelofefficiency.

 Associalmediaisoverloadedwithinformation,influencersplay
animportantroleinattractingpotentialclients.Throughword
ofmouth,socialmediahelpstoraisebrandawarenessamong
customers.Inthetourism industry,socialmediainfluencersare
employedtogenerateglobalpublicity.

 Byviewingtheinfluencerpostings,visitorsareinspiredtoplan
theirjourney.Postingvisualsofthedestinationenhancesthe
destination’simage.Thesocialmediainfluencerisattempting
totapintoanichedemographicofyoungtravellers.Asthe
numberofvisitorsgrows,sowillthenumberofsocialmedia
influencers.



INFLUENCERSREBUILDINGCONFIDENCEINAVIATIONINDUSTRY.

Withtravelrestrictionsandquarantineruleschangingonanalmostdaily
basis,leisuretravellers’confidenceintheaviationindustryislow.There’s
nowayairlinescanguaranteethatcustomerswhobookwiththem willbe
abletotraveltoandfrom theirholidaydestinations,especiallywithout
having to quarantine on theirarrivalorreturn.However,as travel
restrictions (and quarantine requirements) begin to ease,rebuilding
confidencein thehealthandsafetystandardsofairlineswillbecrucial.

Travellers willbe looking forinformation thatreassures them when
bookingholidays,andwith48percentofpeoplesaying socialcontentfrom
acelebrityorinfluencerhassparkedtheirinterestintravelingtoaspecific
location,itislikelythatinfluencerswillplayakeyroleinhelpingairlinesto
getbackontheirfeet.

Aviationinfluencers
Whenyouthinkoftravelinfluencers,whatdoyouthinkof?Mostofyou
probablyimagineagroupofcharismatic,beautifulpeopleinsomeofthe
world’smostexcitingandluxuriouslocations.You’repossiblypicturing
spotlesswhitebeachesandInstagrammablecafesthatquicklybecome
victim to over-tourism asmillionsofsocialmediausersflocktovisitbefore
everyoneelsedoes.

Whatyou’reprobablynotimaginingaremeticulousreviewerswhooften
spendtheirownmoneytogivetheiraudiencearealinsightintothepros
andconsofvariousairlines,aircraftsandlounges…

Aviationinfluencerstakeprideineducatingtheiraudiencesontheflight
experience.Theairlinesthatareabletoleveragetheirinfluencewilllikely
haveanadvantageoncetheindustrypicksbackup.Aviationvloggerwillbe
thefirsttotaketotheskieswhenrestrictionsarelifted(somealready
have),andtheirvideoswillbewatchedbythousandsofeagertravellersas
theytrytodecidewhichairlinestobooktheirnexttripwith.

Transparencyiskey
Influencersoftengetabadrepforbeinglessthantransparentwiththeir
audience.Butwhenitcomestohavingarealimpactonpeople’sspending
habits,transparencyandtrustworthinessarekey.Infact,someinfluencers
prefertospendtheirownmoneyonproductsandservices(andearnan
incomeelsewhere)sotheycansharebrutallyhonestreviewswiththeir



audience.

“Often,passengersseekunbiasedopinionsbeforebookingtravel.They
maynotalwaystrustairlinestogivethem atruereflectionofwhatto
expectandinsteadseekthird-partyinput,”says JebBrooks,atravelvlogger
with166,000+subscribersonYouTube.

“Mychoicenottoacceptfreetravelfrom airlinesguaranteesmillionsof
potentialpassengersmyunbiased,unvarnishedperspective.Viewersof
videoslikeminewantanoverviewoftheentirepassengerexperienceand
honestopinions.Thesevideoshelppassengersspendtheirmoneytheway
theywantto.

“Airlinesthatembracethiskindoforganicmarketingwillsetthemselvesup
forsuccessaswecomeoutofthispandemic.”

Sam Chui,anaviationandtravelbloggerwith2.2million+subscribers,also
feelstransparencyiskeywhenitcomestoencouragingpeopletotaketo
theskiesagain.

“Ithinkitisveryimportanttobetransparent,toshow therealityofthe
productto viewers and potentialtravellers.Communication is very
importanttosettherightexpectationofcustomers.

DuringCOVID,alotofairlineshaveremovedmeals,pillowandblanketson
board.Thiswasseenascostcutting movebutinfactitisalso the
requirementtosatisfymanyregulatoryauthoritiesinordertocontinueto
flytoaparticularcountry.IthappenedonmyLufthansaflighttoDubai.Itis
important for airline to be transparent and communicative to the
passengersaboutthesechangestobuildtherightexpectation.”

Rebuildingconfidenceinaviation

Theflightexperiencehaschangeddramaticallyoverthepastsixmonths,
andaviationinfluencersaretheretokeeptheiraudience’sinformedon
whattoexpectiftheydotravel.Astheyspeaksodirectlytotravellers,they
canalsoplayakeyroleinadvisingairlinesonwhattravellerswantand
needinordertotravelagain.

Josh Cahill,an award winning airline vloggerwith 311,000+ YouTube



subscribers,believesitisimportantthatairlinesdon’tuseCOVID-19asan
excusetoscrimponthepassengerexperience.

“Asaflightreviewermyrolehaschangedsignificantly.NotonlydoIhave
toshowmyaudiencethatflyingispossible,andverysafeatthemoment,
butIalsohavetoremindtheairlinesthattheycan’tsacrificetoointensively
onservice.

Thereisathinlinebetweenusingthecurrentpandemicasanexcusetocut
costsandprovidingyourcustomerswithasafeflyingexperience.The
industrywillrecovereventually,butthepost-COVIDdemandwon’tbeas
highasitwas.

“Givingyourpassengersthefeelingthattheystillgetsomethinginreturn
forthemoneytheyspendisveryessentialinthesedifficulttimes.Thereal
strugglewillstartwhenwereturntonormalandgovernmentswon’tbail
anyoneout.”

Jebbelievesbringingpassengersbehind-the-scenes,andexplainingwhy
changeshavebeenmadetothepassengerexperience,willhelpairlinesto
encouragepeopletobookwiththem.

“Overthenextfew monthsI’m lookingforairportsandairlinestopartner
with in orderto bring attention to the stepsthey’re taking to ensure
passengerscanflyconfidentlyandsafely.I’vealreadygotseveralvideosin
theworkstoaccomplishthisgoalandam lookingforwardtomore.

“It’sunfortunatethataviationgotsuchanunfairreputationduringthese
timesandI’m confidentthatcreatorslikemecanhelppassengersget
morecomfortablereturningtotheskies,”saysJeb.

“Travellers’desirestogetoutandexploretheworldhaven’tdisappeared.
They’rejusthibernating.Itmakesevenmoresensenow thaneverto
embraceinfluencermarketingtoprepareforthereturnofairtravel.Every
dayIreceivecomments,DirectMessages,andE-mailsfrom travellers
planningtheirfirstflights.And,whentheydoreturn,they’regoingtolookto
videofrom unbiasedcreatorstodecidehowtospendmoneyandsatiateall
ofthatpent-updemand.

“By allowing independent, third-parties to share behind-the-scenes
explanations and actual inflight experiences, airlines can prepare
themselvesforthereturnofairtravel.”



Thereturntoairtravelisbeginning,andasmorepeoplebegintobooktrips
foralatesummergetawayorwinterbreakaviationinfluencerswillonly
become more important.The airlines thatare savvyaboutinfluencer
marketingwillreaptherewards,andarelationshipwithatrustworthy
aviationinfluencercouldprovidebenefitsforyearstocome.

InfluencersToSavetheFutureoftheTravelIndustry.

ManyindustrieshavebeenimpactedbytheglobaloutbreakofCOVID-19,
includingthetravelindustry.Hospitalityandtourism havebeencrippledby
stay-at-homeordersandthemanyunknownsabouthow thisdiseaseis
spread.However,asordersareliftedandlifebeginstoresumewithsmall
levelsofnormalcy,socialmediainfluencerscouldbetheheroestosavethe
travelindustry.

Withbothin-stateandout-of-statetravelstartingtopickup,state-specific
traveland tourism agencies are faced with an overwhelming task of
standingoutfrom otherdestinations.Theseagencieswillneedtomake
strategicdecisionsonhowtopresentthemselvesinorderforpromotional
messagestostandoutamongstgeographicallyspecificaudiences.

Developinganinfluencermarketingstrategythatpositionssocialmedia
influencersattheforefrontwithsafetymessagingcancultivateperceptual
awareness around a specific destination. Travel influencers are
professionalwhenitcomestocreatinginteractiveandengagingcontent
thatdrivesnotonlyimpressionsandawarenessbutengagementaswell.

“Ireallylovesummerbeachvacationsandoftentimesfindmyselfvisiting
beachesinFlorida,CaliforniaorMexico.ButnotthisyearwithCOVID,”
sharedJaneKo,anAustin-basedfoodandtravelblogger.“Earlierthis
summerImadeanin-stateroadtripfrom AustintoCorpusChristitoenjoy
thebeachesthereandIstayedatanew beachcondoforthreenights.I
postedtoInstagram storiesduringmythree-nightstaywhichledtothe
propertythen being booked outforthe month!“Formanymarketing
professionalsinthetravel,hospitalityandtourism industry,theimmediate
hurdleistoinspiresafetravelandtoensureguestsfeelcomfortablewith,
andrespect,thenew safetyprotocolsinplace.From wearingmasksto
limitingthenumberofguests,socialmediainfluencerscansharetheir
experiencestohelpinform andputtheiraudiencesatease.Additionally,



influencers willplay an importantrole in helping potentialtravellers
understandwhatlocalbusinessesareopenandwhichremainclosed.

“InSeptemberweusedourproprietarysurveyingtechnologyandasked
nearly300influencerswithinourplatform abouttheiropinionsrelatedtoin-
statetravel,”explainedJamieReardon,CEOandco-founderofFindYour
Influence.“Whatwelearnedisthatthereisanoverwhelminglypositive
interestforin-statetravel,specificallywithMillennialsandGenZ.”

ThesurveyreferencedbyReardonalsohighlightedthateightypercentof
therespondentswouldeitherprefertoflyorhadnopreferencebetween
flying ordriving to theirdestination.Further,the data shows that
influencers are ready to leave 2020 behind and begin traveling and
exploringonceagain.

AccordingtoarecentstorypublishedbyTheDrum,Three-Quartersof
BrandsHaveUppedTheirInfluencerSpendDespitePandemic.Withsuch
anincreaseinspendinthismarketingpillar,itprovesthatconsumersare
leaninginandlisteningtothepowerfulvoicesofinfluencers.Accordingto
somereports,theinfluencermarketisexpectedtogrow to$15billionby
2022.Withthatvaluation,it’safairlysimpleconnectionto makethat
influencerscansavethefutureoftravel.

“We’ve recently seen automotive brands partnerwith influencers to
demonstrate how to safely travelin-state and discover parks or
destinationsthey’venevermadeaprioritytovisit,”saidReardon.“Aswe
learnmoreandprogressthroughthispandemic,travelinfluencerswon’t
immediatelybepostingthosebeautifulbeachimagesbutinsteadshowing
howtheyarefollowingthesafetymeasuresatairports,inhotellobbiesand
whilevisitingvariouspointsofinterest.”

InearlyOctober,lifestyleandtravelbloggerAliciaTenisewasapanellist
duringthevirtualWomeninTravelSummit.Tenisespoketotheimportance
ofcastingdiverseinfluencerswithinallinfluencermarketingcampaigns.
“Travelbrandsarereallystartingtorampupagain!”Teniseshared.She
alsoreferencedherexcitementtoseesomanytravelbrandsparticipating
inthesummitfrom internationalresortproperties,totravelreviewwebsites
andevencity-focusedtourism groups.

Influencerscansavethetravelindustrywhenbrandsrecognizethevalueof
long-term partnerships.IfaTexas-basedinfluencerentersalonger-term



partnership with a Texas destination,theycan poston-going content
throughouttheterm oftheagreementtodemonstratetheircontinuedtrust
and loyalty.As audiences see those long term partnerships,they
understandthattheinfluenceristrulycommittedandstandsbehindthe
brand.

STRATEGIESTOWORKON.

Justlikeanyothercareer,influencermarketingalsohasitstechniques.
Bothbusinessownersandinfluencersneedtotakecare,andbeaware,of
theirmessage.Beingresponsibleforwhatyousayandsuggestisthefirst
andmostimportantthingtorememberinaninfluencercampaign.

Hereareseveralothertipsthatcan help boostyourtravelinfluencer
marketing.

Informativecontentisparamount

Influencermarketingisintroducingunknowndestinationsbybringingthem
tothepubliceye.Thisisanunprecedentedtrendduringthehistoryof
traveling in which everyone in the world can broadcasttheirtravel
preferences.

Ifyouwanttogainfameasatravelinfluencer,youneedtoprovidesocial
userswithsomethingnew.Youneedtocreatecompellingcontentabout
exploringlittle-knownplacesandencouragesocialuserstodiscoverthese
newdestinationsforthemselves.Providethem withnewinformationabout
differentregionsandbecomeanexpertinthisfield.

Instagram themesworkmiraclefortravelinfluencers

Instagram feedthemeshaverecentlydrawntheattentionofmanysocial
users,especiallyinfluencers.Athememakesyourfeedstylishintermsof
color,content,andarrangement.

Travelinfluencersneedthemesmorethanotherusersbecausetheyhave
toattracttheattentionofvisitorswiththefirstglance.Aconsistent,visually
appealing feed on Instagram willcertainlyinfluence socialusers and
increasefollowers.So,trytodefineacertainstyleforyourselfanduseitin
allposts.



Engagementisamust

Apartfrom goodcontentandastylishappearance,youneedafriendly
relationshipwithyourfollowers.Keepinmindthatthisissocialmedia,and
it’snotonlyforbusiness.Makesureyou’renottoopromotionalintheeye
offollowersbecausetheymightunfollow youandthiscandentyour
reputation.Interactwith yourfollowers and use theircomments and
feedbackinyourposts.Trysharinguser-generatedcontenttosavetime
andgethigherengagementrates.

Luxuryisatrend

Spendingonluxuryiswildlygrowingthroughouttheworld.Travelingis
certainlynoexceptionandmanypeopleareincreasinglywillingtospend
theirvacationonexpensivevillasorposhhotels.

Searchingforluxuryexperiencesisalsofacingatrendonsocialmedia.So,
providingthiskindofcontentwillattracttheattentionofmanysocialusers.
Althoughthiscanbealittleexpensive,youhavenochoiceifyouwantto
getmaximum exposuretothisparticularmarket.

It’sallabouttrustandauthenticity

Influencermarketingcan’tworkunlessyoumakesocialusersbelievethat
yourcampaignisauthentic.Themorenatural,thebetter.Duetoalotof
reportsregardingdefraudsininfluencermarketing,youneedtobecareful
inyourstrategies.Gainingthetrustofsocialusersisthemostimportant
taskyouneedtotakecareofduringanyinfluencercampaign.



4.RECOMMENDATIONS

Basedontheresearchresults,social-mediainfluencersareoneform of
promotionalmediathatmustbebuiltpositivelytoimprovethedestination
image and brand image ofa touristdestination.Managers oftourist
destinations should pay attention to a pleasant and pollution-free
environment,especiallyiftheywanttheirbusinesstobeanestablished
ecotourism destination.Inadditiontothesetwoindicators,basedonthe
resultsrelatingtothetourism destination,managementshouldalsopay
attention to promoting interesting touristattractions thatcan entice
touriststovisit.Furthermore,agoodtourism-supportinfrastructureshould
alsobeorganized.Thewholepackagemakesatouristdestinationbeseen
asuniqueandexoticintheeyesoftourists.Additionally,management
should considerseveralindicatorsrelated to quality,trackrecord,and
reliabilityofthedestination,sothattheattributesandbenefitsofaregion
beconsistentwithtourists’expectations.Thisshouldbedoneinorderto
improvethebrandimageofatouristdestinationandprovideapositive
experience.Finally,byleveraging destination image and brand image,
social-mediainfluencerscanhaveapositiveandsignificantinfluenceon
purchaseintention.Formingapositiveimageandcreatingahighperceived
valuewillincreasetouristsatisfaction.Insodoing,returnvisitsandword-of
-mouthpromotionbytouristswillincrease.



5.CONCLUSIONS

Theresearch clearlyexplainsto usthemassimpactofsocialmedia
Influencersonthecurrenttravelindustryandalsoconsumerbehaviour.
Travelinfluencershelpintakingthecustomersfrom theconsideration
stagetotheconversationstagewhichisveryimportantintoday’sAviation
andtourism industry.Hencefollowingtrendsandcontinuingtoimprove
andinnovateinsocialmediaiswhatisrequiredfrom theindustry.The
developingnearnessofsocialmediainfluencersisprogressivelybalancing
customerconductwithinthetravelindustry.Believemaybeacrucially
criticalpointininfluencerandtourism promotingandismindfulformaking
andkeepingupfruitfullong-term connectionsbetweenorganizationsand
buyers.Toeffectivelyimpactthechoice-makingprocess,travelinfluencers
mustholdadependableandconsciousrelationshipwiththeirgroupof
onlookerstoreinforcethetiesbetweenthemselvesandtheirfollowers.
Alsobyprovidingvariousoffersinregardstoaparticularinfluencer,will
encouragetheaudiencetovisitthatplace.Intoday’sevolvingmarketing
landscape,influencermarketingisaviableoptiontoconsider.Influencers
haveacaptiveaudienceandcangiveyourcompanytheboostitrequires.
Theimportanceofinfluencermarketinganditsroleinthetravelindustryis
evident.Travelinfluencersondifferentsocialmediaplatforms(Instagram,
YouTube,Facebooketc.)havemillionsoffollowers,whichhighlightsthat
alltourandactivityoperatorsneedtothinkaboutcollaborating.
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